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December 14, 1992

Ms. Donna R. Searcy

Secretary

Federal Communications Commission
1919 M Street, N.W.

Washington, D.C. 20554

Re: MM Docket No. 87-268 /

Dear Ms. Searcy:

On behalf of the Association of America’s Public Television Stations, the
Corporation for Public Broadcasting and the Public Broadcasting Service, I am *
enclosing for inclusion in the record in the above-referenced proceeding materials
supplied to the Commission’s staff concerning the organization and funding of public
television stations. These representatives of the nation’s public television interests
have been active participants in this proceeding and this material was supplied in
connection with their filings. This material is submitted pursuant to Section 1.1206 -
of the Commission’s rules.

If there are any questions concerning this matter, please contact me.

Very Trul

Theodore D. Frank
Enclosure

cc (w/o encl.): Ms. Regina Harrison
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PBS: An Overview

The

Public
Broadcasting
Service

Q

A private, nonprofit corporation whose members
are the nation’s public TV stations.

Founded in 1969.

Provides quality TV programming and related
services to 341 noncommercial stations serving
the United States, Puerto Rico, the Virgin Islands,
Guam and Samoa.

175 noncommercial, educational licensees operate
these 341 stations.

Of the 175 licensees, 86 are community organiza-
tions, 55 are colleges or universities, 23 are state
authorities and 11 are local educational or munici-

The approximately 335 staff members in Alex-
andria, Virginia, New York City and Los Angeles
tional services, video marketing, advertising and
promotion, audience research, broadcast and tech-
nical operations, fundraising development, engi-
neering and technology development, and
revenue-producing activities.

PBS paved the way and continues to be the leader
in quality children’s, cultural, educational, nature,
news, public affairs, science and skills program-
ming. PBS is “TV Worth Watching.”

Created American broadcast television's first
satellite program distribution system (1978).

Q Ina partnership with public TV stations and mo™
than 2,000 colleges and universities nationwidé,
PBS-coordinated service provides college-credit
TV courses to more than 285,000 students each
year. Public television also provides outstanding
instructional programs and materials for class-
room use in grades K-12.

How 1s PBS Governed?

Q PBS has a 35-member board of directors consist-
ing of 16 lay representatives from stations’
goveming boands, 13 professional representatives
from station management, five general directors
and the PBS president.

Q Officers of the board of directors are Ted R.
Capener (vice president for university relations,
University of Utah, Sait Lake City, Utah, repre-
senting KUED Salt Lake City), chairman; Beth
Courtney (executive director, Louisiana Public
Broadcasting) and Stephen A. Greyser (professor
of business administration, Harvard Business
School, representing WGBH Boston), vice
chairmen.

Q Bruce L. Christensen is the president of PBS.
Prior to his appointment in May 1984, he was
president of the National Association of Public
Television Stations.



)

PBS Programming

O National Program Service (NPS)—quality
children’s, cultural, educational, news and public
affairs, science and nature, fundraising, and skills
programs.

Q Adult Learning Service—a partnership, involv-
ing public selevision stations and more than 2,000
colleges and universities, offering college-credit
TV courses to more than 285,000 students each
academic year. Since fall 1981, over 1.7 million
students have eamed credit from ALS-distributed
courses. See also pp. 16-17.

Q Elementary/Secondary Service—provides
quality instructional programs and related materi-
als for classroom use in grades K-12; live,
interactive programs for students; professional
development programs for teachers, administra-
tors and others in education; and national leader-
ship and advocacy for the effective use of televi-
sion and other leaming technologies in elemen-
tary and secondary schools. See also pp. 18-20.

Q Programs are obtained from public TV stations,
independent producers, foreign producers and
distributors, and other sources. (PBS itself does not
produce programs.)

PBS and
National

O PBS ENTERPRISES, Inc., 2 wholly owned, for-
profit subsidiary of PBS, develops goods and
services in areas of new technology 1o generae
income for PBS and its member stations.

Q NATIONAL DATACAST, Inc., a subsidiary of
PBS ENTERPRISES, uses tecinology developed
by PBS for high-speed data delivery in an unused
portion of the broadcast signal known as the

vertical bianking inserval (VBI). The point-to-
multipoint sesvice offers nationwide coverage
and instantaneous delivery of computer data,
graphics, text, faxes, credit information, TV
listings, financial deta and interactive television
© homes and businesses.

PBS Video Marketing

Q PBS VIDEO—a major distributor of videocas-
seties of PBS and public selevision programs to
schools, colleges, libraries, hospitals, government
agencies and agsociations for educational and
informational uses. Available videos include
programs from FRONTLINE, THE AMERICAN
EXPERIENCE, LAND OF THE EAGLE,
MILLENNIUM: TRIBAL WISDOM AND THE
MODERN WORLD, THE CIVIL WAR,EYES
ON THE PRIZE, THE MACNEIL/LEHT ¥R
NEWSHOUR and Bill Moyers. Publishes an
annual program catalog and bimonthly newslet-
ter.

O PBS Home Video—distributes public television
programs in the home market under the PBS
Home Video Iabel. Programs are made available
through discount retail outlets, video and book
stores, catalogs, and direct sales 0 members and
viewess by local public TV stations. Feature tifles
mneTHBCIV!LWAR.La.AUDIUS THE

Amca.wcnon *Eat Smast™; "LBJ"; and
NEWTON'S APPLE. Soon-t0-be-released titles
include READING RAINBOW, "Empise of the
Air" and MILLENNTUM: TRIBAL WISDOM

AND THE MODERN WORLD,



PBS Activities (continued)

Technology Initiatives

Q PBS Eagineering provides research and develop-
ment of technical systems for PBS and its mem-
ber stations. Past accomplishments include:
American broadcast television's first smeliise
program distribution system; development of the
system 10 close-caption programs for the heasing-
impaired; utilization of the TV signal’s vertical
bianking interval for message delivery, data
trangmission and other ancillary uses; develop-
ment of a high-quality stezeo audio sateliiee
distribution system; and improvements in UHF
reception and transmitter efficiency.

Current projects include:

» Development of new technology for distance
leaming and inseractive instructional television,
including lower-cost satellite distribution
echniques, interactive multimedia systems,
and systems for astomated program index
reconding and cueing on consumer-type VCRs.

« Evaluation of new digital transmission tech-
nologies.

+ Management and technical direction for
satellite replacement activities.

« Industry leadesship in studying, planning and
implementing improved television transmis-
sion quality, including high-definition televi-
sion (HDTV).

e Marketing support, research and development
for the PBS NATIONAL DATACAST
vertical blanking interval data delivery service.

« Broadcast equipment evaluation services for
member stations.

» Support of public television’s Descriptive
Video Service, a special audio channel pro-
viding narrased descriptions for visually
impaired viewers.

- o~
» Utilization of a third audio channel for second, -

language programming.
* Training for engineering personnel.

Fundraising Services

'~ Q FBS Development serves as public TV's center

for fandraising imovation. ks main work: t0
identify and share the best strategies being
carried out at member stations and other

nonprofit institutions.

Q Development Services supplies stations with
how-t0 magerials, professional training opportu-
nities, consulting visits, income reports and
station news in several areas: major and planned
giving, membership, Jocal corporate underwrit-
ing, and auctions.

stance).

tives: 1) 10 increase the satisfaction of national
uaderwriters and 2) to help producing stations
increase the number of corporste and foundation
supporters, especially those contributing

$1 million or more each year.

QO The National Auction Service (NAS) supplies

siations with highly markessble domsted goods
and sexvices for use in on-sir ssctions and
sweepstakes. Through NAS, businesses can take
part in as few as one Or a5 many as 96 station
auctions, as well as several major-masket sweep-
stakes - all using one contact point at PBS.

TACTS ABOUT FiS



Public Television Programs

Among the many series on PBS during 1992:




Public Television Funding

How Is the Public Television System Funded?

Q Public television’s national, regional and local O The largest federal source in FYS0 was the
income in FY90 was $1.26 billion, aconeding to appeopristion 0 the Corposation for Public
the Corporation for Public Broadcasting. Over Broadcasting, with $168.6 millien (13.4%) of
four-fifihg (84.0%) of the funding came from public television’s income. Nonfiedesal sources
nonfederal sources, particularly subscribers were led by state and local governments, with a
(21.7%). stase govemnments (19.1%) and busi- combined figure of $287.2 million (22.8%).
nesses (16.5%). ‘

Public Television Income — FY90

gsnsofall mcomeforpublictelmsnmforFY% as provided by the Corporation for
Pubhc

Sourcg Sinmillions % of tosal

FEDERAL GOVERNMENT $ 2024 16.1%
CPB (TV only) 168.6 134
Educ. & Commerce Depts., NEA, NEH, etc. 33.8 2.7

NONFEDERAL $1059.4 84.0%
Subscribers 2733 217
State Governments 241.1 19.1
Businesses 208.3 16.5
State Colicges ' 82.3 6.5
Foundations 517 46
Local Governments 46.1 37
Auctions ) _ 215 1.7
Private Colleges 195 15
Other Public Colleges 99 08
All Others ' 99.7 79

"‘Dosnouddadybnm-ﬁ_ﬁ



Public Television Punding (continued)

Public Television Viewer Support
Dollars Members Average
in Millions in Millions Contribution

FY80 $ 779 2.6 $29.96
FY81 102.4 2.9 35.31
Fys2 111.8 3.3 33.68
FY83 147.0 3.5 42.00
FYs4 160.0 3.8 42.11
FY85 180.0 3.9 46.15
FY86 200.2 4.2 47.67
FY87 230.2 4.7 = 48.98
Frss 240.5 4.7 51.17
FY8o 262.0 5.2 50.38
FY90 272.5 5.2 52.40

s in Millions  PUbIic Television Total Income FY 1980-90

1 Source: CPR
1500

12327
12018

"
b ¢
e

]
FY80 FY81 FY82 FY83 FY84 FY8S FY80 FYB7 FY88 FY8O FYOO




Public Television Funding (continued)

How Is the Public Broadcasting Service Funded?

The PBS budget for FY92 (July 1, 1991-June 30,
1992) of $151.091 million is paid primarily by
member stations: 71.4% of the budget is paid by

stations, 15.7% comes from the Corporation for
Public Broadcasting and 12.9% is from educational
institutions, interest income and other sources.

PBS FUNDING SOURCES-FY92
Sowce Dollars Percentage
in millions of total
Member Stations
~Prograraming and Membership Assessments $100335
~Optional Sexvices (Station Independence 7.607
Program, National Auction Service, PBS Encore!,
conference foes, eic.)
107.942 1A%
&wponth for Public M Gramts
~National Program Service 252
P ing S (st 260
resassch sad captioning)
~VSAT Development 950
23.72% 158.7
Other Sources
~Educational Instisations 14.364
(Customsers of PBS Video, Adnh Leunng Sexvice,

More than fowr-fifths (83%) of PBS’s FY92 budget

£o¢es 10 program production, acquisition, promotion
and distsibution:

O $105.52 million (70%) — Program production,
acquisition and promotion, including the National
Program Service and Station Independence
Program.

O $20.122 miltion (13%) — Program distribution
and administration, including operation of the
satellite interconnection system.

The programming fonds administered by PBS
represent only a portion of the total cost of PBS's
National Program Service.

FACTS ABOUT P28



Public Television Funding (continued)

How Is the PBS National Program Service Funded?

PBS operates public television’s National Program
Service (NPS), which provides quality children’s,
cultural, educational, news and public affairs,

producers, and other producers and program
distributors throughout the world.

Support sotling $260.1 million was provided for
NPS programs and series that began their initial
broadcast in FY91. Funding sources include:

National Program Service Funding Sources — FY91

Source
Public TV Stations
Corporations
Corporation for Public Broadcasting
Foundations
Government Agencies
Other (independent producers, individuals,
associations and community groups, etc.)

Dollars in Percenstage Percent change
millions of total from FY86
$87.9 33.8% +83%

73.7 28.3 +25
37.1 143 +47
235 9.0 +267
113 44 -6
26.6 10.2 +22

In FY90, 1,494 hours of ariginal broadcast programs
were distributed: 37.6% were public affairs pro-
grams, 28.1% were cultural programs, 11.8% were
children’s programs, 9.8% were how-i0 programs,
7.2% were science and nature programs, 5.4% were
educational programs, and 0.1% were sports pro-

grams.

Of these 1,494 hours, 37.2% were produced by
American independent producers, 27.1% by public
television stations, 24.0% by the combimed efforts of
public television stations and independent producers,
7.5% by foseign producers, and 4.2% by other
combinations of public television stations, indepen-
dent producers and foreign producers.

FACTS ABOUT FiS



The Public Television Audience

Q During the period of October 1990-Septesaber
1991, viewers in 50.3 miftion homes watched
public TV each week, according to the Nielsen
Television Index (NTT). This represents 54.0% of
America's 93.1 million households with TVs
(during this period), or 87.0 million people.

Q During prime time in this period, public TV was
watched each week in 28.9 million homes by 45.3
million people.

Q The average viewing household during this period
watched slightly less than three hours of public
television during the course of a week; of this
amount, an hour and a half was spent with prime-
time programming.

Q 77.7% of all American television-owning fami-
lies—72.3 million households representing 149.4
million people—watched public television in
March 1991, with the average home tuning in for
over seven hours during the month.

QO Many communities have more than one public TV
station, each offering a distinctive, separate
programming service. Two-thirds of cable
subscribers say one of the reasons they subscribe
to cable is for better reception of a public TV
station or access 10 more than one public TV
station, sccording 10 Statistical Research Inc.
(SRD.

O Among public TV viewess capsble of receiving
more than one public TV station on cable, 79%

reported watching more than one, according to
SRL

Q 98% of all U.S. homes with a TV can receive a
public TV station. The most widely available
cable network (CNN) can be seen by only 64%.

Q During the October 1990-September 1991 period,
public TV's average prime-time rating was 2.2,
compared with 1.0 for ONN, 0.6 for Nick at Nite,
0.6 for Discovery and 0.4 for A&E.

Q 55.4% of all cable subscribers watched public TV

each week during October 1990-September
1991, acconding to the NTL



The Public Television Audience (continued)

Audience Demographics

Below is a breakdown, by TV household characieristics, of the public TV audience for an average week
during October 1990-September 1991, as compared with the U.S. demographic profile.

(Source: Nielsen Television Index)

PIV

Households  Audience

Total US.
v
Race*
Black 11.6%
Non-Black 884
Education*
Less than 4 yrs. high school 229
4 years high school 364
1-3 years college 179
4+ years college 229
Occupation*
Prof. /Owner/Manager 25.6
Clerical & Sales 142
Skilled & Semiskilled 31.2
Not in labor force 29.0
* head of household

9.6%
90.4

209
342
184
215

276
134
294
29.7

Income

Less than $20,000
$20,000-$39,999
$40,000-$59,999
$60,000+

Age

Children (2-5)
Children (6-11)
Teen-agers (12-17)

Women (18-34)

(35-49;
(50-64
(65+)

Men (18-34)
(3549)
(30-64)
(65+)

11

Total US.
v

Households  Audience

33.3%
30.8
194
164

6.0
9.0
8.3

14.1

11.3
73

7.6

140
109
6.5
50

284%
30.8
21.1
19.6

15
6.9
5.0

11.0

109
8.6

103

11.5
122
8.1
8.0



Title

NATIONAL GEOGRAPHIC
SPECIAL.: “The Sharks”

NATIONAL GEOGRAPHIC
SPECIAL: “The Grizzlies”  3/87 17.0%

NATIONAL GEOGRAPHIC
SPECIAL: “Land of the
Tiger”

NATIONAL GEOGRAPHIC
SPECIAL: “The Incredible
Machine”

“Great Moments With
NATIONAL GEOGRAPHIC” 3/85 15.7%

“Best of WILD AMERICA:
‘The Babies™

“The Music Man”

“Live From the Grand
Ole Opry”

“Live From the Grand
Ole Opry”

NATIONAL GEOGRAPHIC
SPECIAL.: “Lions of the
African Night”

WORLD: “Death of a

Pn-n cess»

NATIONAL GEOGRAPHIC
SPECIAL: “Polar Bear

“Great Moments With
NOVA”

1/82 17.4%

1/85 16.5%

10/75 16.0%

14.7%
14.7%

387

3785
3/19 14.6%

3/80 142%

1/87 13.8%

5/80 13.8%

3/82 13.3%

3/87 132%

* Cumulative audience: the perceniage of U S. Whmdkﬂmnﬂnoj‘am(Nﬂanuﬁahﬁxdﬂ)

Viewers = PBS Research estimate.

224

19.0

213

193
18.7

16.3

16.3

18.1

14.7

184

17.3

THE CIVIL WAR:
"Most Hallowed Ground”

NATIONAL GEOGRAPHIC
SPECIAL: “Save the Panda”

“Lawrence Welk:
Television's Music Man™

NATIONAL GEOGRAPHIC
SPECIAL: “Realm of the
Alligator”

NATIONAL GEOGRAPHIC
SPECIAL.: “Rain Forest™

NATIONAL GEOGRAPHIC
SPECIAL: “Among the Wild
Chimpanzees”

“Saving the Wildlife”
“Making of M*A*S*H""

THE CIVIL WAR;
"Forever Free”

NATIONAL GEOGRAPHIC
SPECIAL.: “Etosha”

THE CIVIL WAR:
“The Universe of Battle"

THE CIVIL WAR: "The
Better Angels of Our Nature”

YACTS ADOUT F3S

287 13.1%
90 12.9%
950 12.9%
382 12.8%

3/87 12.7%

4/86 12.7%
1783 12.7%
1/84 12.5%

3/86 12.4%
1781 124%

950 12.3%
1/81 12.1%
990 12.1%

9/90 12.1%

172

149

154

17.7

16.6

17.5

18.0

16.8

17.0
145

13.5

16.0

14.2

13.0
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Most-Waiched Programs (continued)

M

Title
“Championship Ballroom
Dancing”

GRFAT PERFORMANCES:
“A Lincoln Center Special:
Beverly! Her Farewell
Performance”

LIVE FROM LINCOLN
CENTER: “Luciano Pavarotti
With the N.Y.
onic, Zubin Mehta,
Conductor”

LIVE FROM LINCOLN
CENTER: “Pavarotti Plus”

LIVE FROM LINCOLN
CENTER: “A Lincoln Center
Christmas Gala”

* Comulative andience: the percentage of U S. TV hamax viewing at least six minstes of a program (Nielsen Television Index data).

Viewers = PBS Research estimate.

The All-Time Most-Wxiched
Classical Music/Dance Programs

4

1787 89% 109

181

4/83

12/82

1290

71.9%

7.8%

7.6%
13%

15%

7.5%

15%

8.0

1.5

15
9.9

9.7

94

10.2

Title

LIVE FROM LINCOLN
CENTER: “Danny Kaye With
the N.Y. Philharmonic™ 9/81

“John Curry Skates Peter
and the Wolf” 1/82

LIVE FROM THE MET:
[1} Ai da" l ms

GREAT PERFORMANCES:
“Best of Broadway” 5/85

LIVE FROM THE MET:
“The Metropolitan Opera
Centennial Gala” (Part2)  10/83

LIVE FROM LINCOLN
CENTER: “Sutheriand/
Horne/Pavarotti in Concert”  3/81

GREAT PERFORMANCES:
uPurlic» 3 l84

“From Vienna: The New
Year’s Celebration 1987°  1/87

7.3%

72%

7.2%

7.0%

7.0%

7.0%

6.9%

6.9%

6.5

83

7.7

7.9

6.3

1.5

9.0



Most-Watched Programs (continued)

The All-Time Most-Waiched Drama Programs

vz

Title
WORLD: “Desth of a
Princess” 5/80 13.3%
“The Sailor’s Return” 1784 9.8%
AMERICAN PLAYHOUSE:
“Smooth Talk” 2/87 9.3%
WONDERWORKS: “Anne of
Green Gables—The Sequel”
(Part 1) 3/88 8.9%
WONDERWORKS: “Anne of
Green Gables—The Sequel”
(Part 2) 3/88 8.7%
“The Scariet Letter” (Part 1) 4/79 8.6%
*The Lathe of Heaven” 1780 8.5%
AMERICAN PLAYHOUSE:
“Testament” 11/84 8.1%

14.7
123

10.6

11.0

10.8
9.6
9.7

10.3

4

389 80% 8.7

Title

AMERICAN PLAYHOUSE:
“Stand and Deliver”

GREAT PERFORMANCES:
“Life on the Mississippi”
MASTERPIECE THEATRE:

“The Flame Trees of Thika”
(Part 3)

AMERICAN PLAYHOUSE:
“Raisin in the Sun”

MASTERPIECE THEATRE:
“To Serve Them All My
Days” (Part 2)

MYSTERY!:
“Sweeney Todd™ 10/82 7.3%

“The Scariet Letter” (Part4) 4/79 7.3%

11/80 7.7%

1782 7.5%

289 74%

1082 7.3%

J

9.0

8.6

8.5

835
8.2

‘C“Hnaﬁu:bmdu&W“vﬁvvkdbu&mqam%fmwm; _

Viewers = PBS Research estimate.

14
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' “Democratic Presidential

Most-Watched Programs (continued)

The All-Time Most-Watched Public Affairs Programs’

. A

= TALKING
FRONTLINE: “An
Unauthorized History
of the NFL” 183 92%

VIETNAM: A TELEVISION
HISTORY: “Roots of War” 10/83 8.7%

FRONTLINE: 191 85%
"To the Brink of War"

391 10.0%

* FRONTLINE: “Death of a

Pom Queen” 6/87 8.2%

Debate

CHILD SEXUAL ABUSE:

WHAT YOUR CHILDREN

SHOULD KNOW:

“A Program for Parents” 984 74%

FRONTLINE:
“The Real Swff” 187 1.1%

1/84 8.0%

# Programs covering current or recent issues of public concern.
* Cumulative andience: the percentage of U S. TV homes viewing at least six minutes of a program (Nisisen Television Index dasrs).

Viewers = PBS Research estimate.

14.0

10.9

10.2
11.1

9.7

9.4

R7

84

VIETNAM: A TELEVISION
HISTORY: “Tet, 1968”

FRONTLINE: “The Real Life

11783 7.0%

of Ronald Reagan” 1/89 69%
“Visions of ‘Star Wars’:
A NOVA/FRONTLINE
Special Report™ 4/86 6.8%

VIETNAM: A TELEVISION
HISTORY: “The First Vietnam

War (1946-1954)" 10/83 6.8%
FRONTLINE:

“88 Seconds in Greensboro” 1/83 6.7%
FRONTLINE:

*“The Earthquake Is Coming” 2/87 6.6%
VIETNAM: A TELEVISION

HISTORY: “America’s

Mandarin (1954-1963)" 10/83 6.4%

FACTS ABOUT P8
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7.5
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PBS and Education
mvpnsmmummmw.s)

ALS in Brief
Q The first nationwide effort (1981) to provide
coordination and focus for adult leamning

through television. (Instruction via TV began on
madhocbusisinﬂxel%Oswxﬂufewphneer

ing colleges.)

Local partnerships, involving more than 2,000
colleges and universities and 96% of all public
TV stations, working together to provide greater
access to a college education to adult Ameri-
cans.

These partmerships offer hundreds of hours of
quality college-credit TV courses to more than
285,000 tuition-paying students each academic
year. Since fall 1981, over 1.7 million students
have been served.

In addition to those taking courses for college
credit, millions more watch television courses
each week during prime time and other hours
for their own self-improvement and enjoyment.

Each course undergoes rigorous review by
teaching faculty, scholars and instructional
designers to guarantee faculty and students a
valuable educational experience.

While ALS makes available an array of TV
courses and support services, the local partner-
ships decide which elements will best serve the
needs of their communities.

Courses are acquired from PBS member sta-

producers and consortia of educational program

producers.

The current ALS catalog includes 51 courses in
the arts and humanities, history and the social
sciences, science and health, business and
technology, and professional development and
teacher education.

‘l'heAISPmtnerslnp Y

Q ALS assists stations and colleges with course
acquisition, scheduling and distribution,
promotion and marketing, audience research,
national program screenings, and professional
development and training.

QO Local public TV stations broadcast the tele-
vision courses, coordinating selections,
schedules and promotion with their local
institutions of higher education.

O Local colleges select the courses they want to
offer, assign faculty and award credit accord-
ing to their standards and needs.

The Economics of ALS

Q Participating colieges and universities pay the
Adult Leaming Service a license fee for the
right to use an ALS course for credit.

O Students seeking course credit through ALS
programs enroll at participating schools and
pay tuition fees to these colleges. The schools
then forward to ALS a small fee for each
student enrolled in an ALS course.

O Funds received by ALS support the ALS
service, including royalties to the program
producers and payments to PBS member

Q@ InFYY1, ALS retumned nearly $2.3 million to
pasticipating stations and producess. Another
$1.2 million was paid to PBS in overhead fees
10 help offset overall PBS operational ex-
penses.




PBS and Education (continued)

The ALS Student

O 68% are female; 70% are between the ages of
23 and 49; 14% are minorities.

Q 40% are working toward bachelor’s degrees;
38% are seeking graduate degrees.

The Adult Learning Satellite
Service (ALSS)

Q ALSS is an initistive of the Adult Leaming
Service and local public selevision stations to
deliver, via satellite, quality educational pro-
gramming directly to colleges.

Q Through ALSS, over 1,800 colleges with
satellite-receive equipment have directly ac-
cessed complete television courses, resource
programming for classroom and library use, and
live and taped videoconferences, lectures and
and off-campus groups. Of those colleges, some
357 are full participants in ALSS.

O ALSS extends and complements the Aduit
Leaming Service by providing a nonbroadcast
programming service 10 colleges. Broadcasts on
public television stations will continue to be the
primary means of delivering television courses
to most adult learners.
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The Economics of ALSS

O The basic yearly fee for pasticipating colleges
is $2,500. Some ALSS programs and services
are included in the pasticipation fee, while
others have modest charges. Colleges select
the programs they wish 10 use, tailoring their
participation to local needs.

QO Most colleges recapture the initial ALSS
perticipation fee through free access, free
programming, remarketing opportunities,
reduced fees and other savings.

Q ALSS, like the rest of the Adult Leaming
Service, is self-supporting. Revenue received
from the licensing of ALSS programming
supports ALSS, including royalties to produc-
ers and payments to participating stations.

The ALSS Audience

Q Over 2,000 colleges are known to have satellite-
receive equipment, and that number is growing
rapidly.

O ALSS programming will reach many thousands
of campus-based students, adult leamers, faculty
members and administratoes, as well as govem-
ment agencies, businesses, social service
organizations and other employers and commu-
nity groups with direct sasellite-receive capabil-
ity.



PBS and Education (continued)

The Business Channel

Q Infall 1989, the Adult Leaming Service lmanched
The Business Channel, & spocialized program-
ming strand that provides colleges and businesses
with up-to-date programs on 10pics such s
marketing, management and software training.
Businesses and colleges that have saellite-
receive equipment can directly access business-
reiated resource progeums and live and taped
videoconferences festuring top business experts.
During FY92, The Business Channel will feature
over 50 business training and resource programs
and over two dozen live, interactive videoconfer-
ences. .

Q ALSS members receive a free membership in
The Business Channel. The basic yeardy fee for
businesses and colleges that wish to join The
Business Channel separately is $500.

Q As with ALSS membership, members of The

Business Channel select the programs they wish —
10 use, tailoring their participation 10 Jocal needs.
Most colleges and businesses recaptwse their
patticipation fee through free access, free
previewing, remarketing opportunities and

reduced fees.

Q The Business Channel is seif-supporting, and
reverme received from the licensing of its
programming supports The Business Channel,
including royalties to producers and payments to
perticipating stations.

QO The Business Channel programming is always
available via C-band sateilite-receive equipment
and is often available on Ku-band as well. The
Business Channel programs—because of their
immediste applicability—are an important
resource to students, adult learners and business
peopie.

The PBS Elementary/Secondary Sexvice (ESS)

ESS in Brief
The PBS Elementary/Secondary Service:

Q increases the reach and utility of appropriate
PBS prime-time programming to the K-12
education community;

Q acquires and distributes high-quality school
television programs for formal and informal
instruction;

Q provides professional development programs
for teachers and other educators;

O supports and provides electronic and print
information sesvices for and about public

O serves as a national advocate for the use of

television and other sechnologies for learmning
in the nation’s schools; and

O works with other national and regional organi-
2ations to track developments in national
policy for the educational television commu-
nity.

ESS, serving a dual constituency of public

television stations and the education commamity,

works to maintain and expand the position of PBS
and public television stations as the preferred

providers of school televigsion programming and
services nationwide.

FACTS ABOUT M8



PBS and Education (continued)

Public Television’s School
Services at a Glance

QO 83% of public TV stations provide educational
programming specifically for classroom use.

Q Of these, 93% use their main broadcast channel 0
deliver programming to schools. In addition, 70%
also deliver programming 10 schools via other
methods, such as ssellite, ITFS (microwave) or
dedicated cable channel,

Q 85% of these public television stations supple-
ment their programming with additional educa-
tional materials and utilization services, often in
conjunction with related state or local education
agencies.

Q Two-thirds (29.5 million) of all elementary and
secondary students attend schools that are served
by public TV stations.

Q 76% of public TV stations broadcast interrelated
school programming in large blocks, usually in
the middle of the night, specifically for schools to
record on videocassettes and use at their conve-
nience.

School Television and Other
Programming Resources

Primary activities of ESS are the acquisition and
distribution of exceptional programming specifi-
cally designed for classroom use, including live
special evenss. (Instructional progesmening includes
teacher guides and other suppost materials 10 help

" educators intograte the programming into classroom

ESS seeks extended off-air recora r* hts for year-
round school use of PBS general-audience pro-
grams, such as WHERE IN THE WORLD IS
CARMEN SANDIEGO? and THE NEW EX-
PLORERS. NATIONAL GEOGRAPHIC SPE-
CIALS, SCIENTIFIC AMERICAN FRONTIERS
and THE INFINITE VOYAGE are examples of
general-audience programs that have extended
school rights thanks to underwriter support.

PBS Tune-In Guides, highlighting selected prime-
time programming, help educaors to use public TV
programs more easily. Tune-In Guides provide
series descriptions, program titles, information
about off-air recording rights and related educa-
tional materials, and viewing tips that allow teach-
er3, libearians and families to plan activities using
the programs as a base.



PBS and Education (continued)

Professional Development
Programming

ESS is a leader in providing stations and other
education agencies with professional development
opportunitics for educators and school administra-
tors. Past videoconferences have addressed educs-
tion and research, technology tools for teaching,
successful achool restructuring, academic tracking,
student assessment, coliaborative leaming tech-
niques, critical thinking skills, at-risk students,
school-business-community partnerships, and school
policy and legal issues regarding AIDS.

Technology Projects

ESS is working with PBS Engineering to develop
innovative distance leaming and interactive technol-
ogy services for educators and students. These
activities include using new satellite techmology 0
create a multichanne] instructional service o extend
public television's contribution to education.

In addition, ESS supports the use of EDISON,
LEARNING LINK and CURRICULUM CONNEC-
TION, on-line data systems developed by local
public TV stations and regional organizations to
support and extend the use of public TV program-
ming in the classroom.

PBS Education Clearinghouse

The PBS Sducation Cleatinghouse collects and
distribuses information and conducts research on the
instructionsl uses of video and relased technologies.
The Learring File, a thrice-yearly publication of the
Clearinghouse, includes data from PBS rescarch
studies, success stories from exemplary programs
and projects, articles by national education leaders
and local practitioners, legisiative updates, and other
materials collected from across the country.

Partnerships With Education

ESS serves as a national advocate for the use of
leaming technologies in the nation's elementary and
secondary schools. Through such activities as the
ESS National Advisory Committee (representing
education groups and public TV stations), outreach,
and promotional and awaseness efforts, ESS works
10 build partnerships with national edecation associa-
tions to broaden the support within the education
community for public television programming and
services and to ensure that programs meet critical
needs in education.

FACTS ABOUT PiS



Public Television Income By Source (Preliminary)
Fiscal Years 1990-1991], in thousands of current dollars

Source of CHANGE
Public Television FY Percent FY Percent FY 1990 - 1991
Income 1990 of total 1991 of total Dollars _ Percentage
Corporation

for Public

Broadcasting $168,602 135% $177,914 135% $9,312 55%
Federal grants

and contracts® 33,767 27 72,684 55 38,917 1153
Local

governments 46,072 3.7 50,944 38 4,872 106
State

governments 241,077 193 255,098 193 14,021 58
State colleges

and universities 81,815 6.6 86,943 6.6 5,128 6.3
Other public

colleges and

universities 9,868 08 12,418 09 2,550 258
Private colleges

and universities 19,536 16 13,156 1.0 6,380 <327
Foundations 57,692 46 56,375 4.3 -1,317 -2.3
Businesses 209,808 16.8 229,643 174 19,835 95
Subscribers 273,297 219 285,475 216 12,178 45
Auctions 21,527 17 20,083 15 -1,444 -6.7
All Others 84,967 6.8 59,288 45 -25,679 -30.2
Total income $1,248,030 100.0 % $1,320,021 100.0 % $71,991 5.8%
Total nonfederal _

income $1,045,661 838 % $1,069,423 81.0% $23,762 23%
Total federa) income $202,369 162 % $250,598 19.2 % $48,229 23.8%
*Includes first installment of satellite money in FY 1991,

Note: Totals may not add exactly due to rounding.

Source: Corporation for Public Broadcasting, June 1992 June 1992



The Sources of Public Television’s Support
Fiscal Year 1991

Fedcral 19%

Individuals 23%

business 22%

Colleges and
Other 4.5% universities 8.5%
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The Corporation: for Public Broadcasting (CPB)

CPB8 plays an important role

The Corporation for Public Broadcasting (CPB) is a private, nonprofit corporation
authorized by the Public Broadcasting Act of 1967 to promote the growth and
development of public television and radio in the United States. The law and its
subsequent amendments provide for the Corporation to allocate funds for a number of
general purposes:

* support of programming which reflects a diversity of views;

* support of a means of interconnecting public television and radio stations so that they
may share programming;

¢ payment of copyright royalties and fees required in the production and use of
television and radio programs; and

* encouragement in developing new talent and professionalism, fostering public
participation, and stimulating private funding support.

CPB’s funds support programming

Most of CPB’s funds are used to support public television programming. In CPB’s fiscal
year 1992, 50 percent of the funds was distributed directly to local public television stations
in community service grants (intended primarily for programming) and 17 percent was
committed directly to television program grants and contracts. The balance of funds
supports public radio, copyright fees, the satellite system that interconnects the stations,
education activities, training, planning and research and CPB’s administrative costs.

Legislation ensures the integrity of program decisionmaking

A number of provisions in the Act are designed to insulate program decisionmaking
from short term federal funding processes. Two important provisions allow for
authorizing three years at a time (multi-year authorization) and appropriating funds two
years in advance (advance appropriation). Thus.Congress acted on CPB’s FY 1994
appropriations as part of the FY 1992 appropriations process. These provisions also
recognize noncommercial broadcasting’s need for financial stability and predictability,
given long lead times for program development and production.

Federal dollars are matched four to one by nonfederal support

To encourage private giving to public broadcasting, the law contains a matching principle.
Federal doliars are authorized only to the extent that two and a half nonfederal dollars are
raised for every federal dollar that is appropriated. In recent years, however, public
broadcasting has exceeded the minimum matching requirement. In FY 1991, $4.09 in
nonfederal funding was raised for every federal dollar appropriated.



